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EXECUTIVE OVERVIEW 
My project consisted of an analysis of the communication process that 
occurs between an entrepreneur and their customers. The project research was 
primarily exploratory, since this topic has received very little attention in terms 
of academic study. Thus, my goal was to provide some insights into an 
important, yet overlooked, area in the field of marketing and entrepreneurship. 
Traditional business communication models depict a predominantly 
unilateral flow of communication from a business (usually a corporation) to its 
customers. An example of this kind of one-direction communication would be 
an advertising promotion. A feedback loop is usually included in the model in 
order to account for any communication flows from the customer back to the 
business (typically, the feedback communication is in the form of "purchase" or 
"no purchase" of the promoted product or service. 
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The above described communication model involving a large business (i.e. , 
corporation), however, may not completely reflect the flow of communications 
inherent to a small business. In small businesses, the owner (entrepreneur) is 
often in closer proximity to customers in day-to-day business operations. 
Therefore, the communication process in regards to entrepreneurs and their 
customers could differ substantially from traditional models. 
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INTRODUCTION 
A telephone survey of a portion of the small business owners and managers 
of businesses in Waterloo, Iowa that started up or came under new ownership 
within the last five years was conducted to gain information and answers to the 
following project questions: 
Project Questions for Analysis: 
1. How often does communication between the owner of a small 
business (or manager) and a customer occur? 
2. Who initiates the communication in different situations ( owner or 
manager v. customer) 
3. What is the goal or purpose of the communication in different 
situations? 
Managers were included in the sample to see if they responded any 
differently than small business owners. Ostensibly, managers would be somewhat 
similar and somewhat different than owners on various measures of 
characteristics. Also, if managers did end up responding significantly differently 
than owners, the results would reveal whether or not managers followed a 
communication process based on the traditional model of communication 
presumably followed by the respective corporations for which the managers 
worked. Since it was infeasible to conduct primary research to verify corporate 
communication models (i.e., ask CEOs about their communication with 
customers), managers were surveyed more as a means of comparing small 
business owner responses against another group of respondents. 
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METHODOLOGY 
I investigated the communication process of owners and managers of 
businesses in the Waterloo, Iowa area. A sample size of 29 small business owners 
and 21 business managers was used because it was a large enough sample for a 
college student project and it provided a good sample (see Exhibit 1 Appendix for 
listing of businesses). There was also the limitations of time with each survey 
being conducted by myself and taking 15-20 minutes in telephone conversation. 
The sample businesses were taken off a list provided by the Waterloo Mayor's 
office. This list showed the names and owners of businesses that were given 
certificates of recognition when they started up or came under new ownership. 
This list was used mainly for convenience, but it was also random. 
I first contacted businesses on the list to see if they were still in existence 
and if they were, I asked if the owner or manager would be willing to participate 
in a telephone survey that I was conducting as a senior college project dealing 
with the communication that business owners and managers have with their 
customers (see Appendix Exhibit 2 for questionnaire). Convenient times for 
them to participate were set up accordingly. 
After the completed surveys were gathered, I then tabulated the results of 
the questionnaire using a Macintosh computer. I conducted further analysis of 
the data and results by entering the raw frequency data into a Macintosh software 
package called Cricket Graph was used for pie charts for responses capable of 
being expressed in percentages of a whole, and bar graphs for frequency data in 
cases of questions that had multiple response possibilities. In addition, limited 
statistical analysis of some questions was done. The Macintosh software used was 
Systat 5 and Statview 512+, and contingency tables/Chi Square analysis and t-
Tests were done for testing the relationships among variables 1-22 and checking 
for statistically significant differences between the responses of managers and 
owners. 
RESULTS 
The results of the entire questionnaire are presented in Table 1 (owners) 
and Table 2 (managers) of Appendix and the frequency of responses are shown 
for each question. 
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A two-tailed t-Test showed that the responses of owners and managers 
were not statistically different overall; however, on two variables (Situation #3 
Initiation of Communication and Situation #6 Frequency of Communication), t-
Test scores of 2.93 and 2.63 standard deviations respectively showed that owners 
and managers had statistically different responses on those two variables (see 
Tables 3 of Appendix). Since overall the responses were not different, some 
analysis was then done combining all 50 survey cases responses. 
The percentage breakdowns of response to variable # 1 (Frequency of 
Face-to-face communication) are shown in Figure 1 of Appendix. The bar graph 
in Figure 1 showed that 92 % of all the respondents had very frequent face-to-face 
communication with customers (86.21 % of the small business owners and 100% 
of the managers). There were less than 5% response rates on the categories of 
frequent, sometimes, and never for face-to-face communication. 
The percentage breakdowns of response to variable #2 (Frequency of 
Phone communication) are presented in Figure 2 of Appendix. The bar graph in 
Figure 2 showed that 68% of all the respondents had very frequent phone 
communication with customers (65.52% of the small business owners and 71.43% 
of the managers); overall, 20% responded "frequent", 12% responded 
"sometimes," and 0% responded "never.". 
The percentage breakdowns of response to variable #3 (Frequency of 
Written communication) are found in Figure 3 of Appendix. The bar graph in 
Figure 3 showed that 52% of all the respondents "sometimes" had written 
communication with customers; overall, 14% responded "very frequent", 8% 
responded "frequent," and 26% responded "never." 
The frequency of response to variable #4 (Frequency of FAX 
communication) are found in Figure 4 of Appendix. The bar graph in Figure 4 
showed that 82 % of all the respondents "never" had FAX communication with 
customers; overall, 4% responded "very frequent", 6% responded "frequent," 
and 8% responded "sometimes." 
5 
The percentage breakdowns of response to variable #5 (Frequency of 
communication in Situation #1--customer has just started thinking about buying 
your product) are shown in Figure 5 of Appendix. The bar graph in Figure 5 
showed that 58% of all the respondents had very frequent communication with 
customers in Situation #1 (71.43% managers responded very frequent versus 
48.28% of the small business owners); overall, 16% responded "frequent", 24% 
responded "sometimes," and 2% responded "never." 
The percentage breakdowns of response to variable #8 (Frequency of 
communication in Situation #2--customer has seen, heard, or read one of your 
ads or promotional spots) are shown in Figure 6 of Appendix. The bar graph in 
Figure 6 showed that 32% of all the respondents had very frequent and 
"sometimes" communication with customers in Situation #2 (47% managers 
responded very frequent versus 20.69% of the small business owners); overall, 
22% responded "frequent", and 14% responded "never." 
The percentage breakdowns of response to variable #11 (Frequency of 
communication in Situation #3--customer is looking for information or is "just 
shopping around") are shown in Figure 7 of Appendix. The bar graph in Figure 
7 showed that 48% of all the respondents had very frequent communication with 
customers in Situation #3 (66.67% managers responded very frequent versus 
34.48% of the small business owners); overall, 18% responded "frequent", 30% 
responded "sometimes," and 4% responded "never." 
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The percentage breakdowns of response to variable #14 (Frequency of 
communication in Situation #4--at the time of purchase) are shown in Figure 8 of 
Appendix. The bar graph in Figure 8 showed that 60% of all the respondents had 
very frequent communication with customers in Situation #1; overall, 20% 
responded "frequent", 16% responded "sometimes," and 4% responded "never." 
The percentage breakdowns of response to variable # 17 (Frequency of 
communication in Situation #5--after the purchase) are shown in Figure 9 of 
Appendix. The bar graph in Figure 9 showed that 42% of all the respondents 
"sometimes" had communication with customers in Situation #5; overall, 28% 
responded "very frequent", 22% responded "frequent," and 8% responded 
"never." 
The percentage breakdowns of response to variable #20 (Frequency of 
communication in Situation #6--some general communication) are shown in 
Figure 10 of Appendix. The bar graph in Figure 10 showed that 60% of all the 
respondents had very frequent communication with customers in Situation #6 
(76% managers responded very frequent versus 48.28% of the small business 
owners); overall, 22% responded "frequent", 18% responded "sometimes," and 
0% responded "never." In addition, the t-tests showed that owners' and managers' 
responses to this variable were statistically significantly different. 
The percentage breakdowns of response to variable #6 (Initiation of 
communication in Situation #1--customer has just started thinking about buying 
your product) are shown in Figure 11 of Appendix. The pie chart in Figure 11 
showed that 58% of all the small business owners and managers responded that 
they initiated the communication with customers in Situation #1 (38% customer 
initiation and 4% equal and never responses). 
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The percentage breakdowns of response to variable #9 (Initiation of 
communication in Situation #2--customer has seen, heard, or read one of your 
ads or promotional spots) are shown in Figure 12 of Appendix. The pie chart in 
Figure 12 showed that 20% of all the small business owners and managers 
responded that they initiated the communication with customers in Situation #2 
(66% customer initiation and 14% equal and never responses). 
The percentage breakdowns of response to variable #12 (Initiation of 
communication in Situation #3--customer is looking for information or is "just 
shopping around") are shown in Figure 12 of Appendix. The pie chart in Figure 
12 showed that 44% of all the small business owners and managers responded that 
they initiated the communication with customers in Situation #3 (50% customer 
initiation and 6% equal and never responses). Owners' responses were 31 % 
owner initiation and 62% customer initiation versus managers' responses of 
61.9% manager initiation and 33.33% customer initiation. These results between 
owners and managers were significantly different (t-Test). 
The percentage breakdowns of response to variable #15 (Initiation of 
communication in Situation #4--customer has seen, heard, or read one of your 
ads or promotional spots) are shown in Figure 13 of Appendix. The pie chart in 
Figure 13 showed that 68 % of all the small business owners and managers 
responded that they initiated the communication with customers in Situation #4 
(22% customer initiation and 10% equal and never responses). 
The percentage breakdowns of response to variable #18 (Initiation of 
communication in Situation #5--at the time of purchase) are shown in Figure 14 
of Appendix. The pie chart in Figure 14 showed that 52% of all the small 
business owners and managers responded that they initiated the communication 
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with customers in Situation #5 (36% customer initiation and 12% equal and never 
responses). 
The percentage breakdowns of response to variable #21 (Initiation of 
communication in Situation #6--customer has seen, heard, or read one of your 
ads or promotional spots) are shown in Figure 15 of Appendix. The pie chart in 
Figure 15 showed that 78 % of all the small business owners and managers 
responded that they initiated the communication with customers in Situation #6 
(10% customer initiation and 12% equal and never responses). 
The percentage breakdowns of response to variable #7 (Goal of 
communication in Situation #1) are shown in Figure 16 of Appendix. The pie 
chart in Figure 16 showed that 30% of all the small business owners and 
managers responded that "information" was the goal in Situation #1 and 30% 
responded that "making the sale" was the goal in Situation #1. 
The percentage breakdowns of response to variable #10 (Goal of 
communication in Situation #2) are shown in Figure 17 of Appendix. The pie 
chart in Figure 17 showed that 38% of all the small business owners and 
managers responded that "information" was the goal in Situation #2 and 24% 
responded that "making the sale" was the goal in Situation #2. 
The percentage breakdowns of response to variable #13 (Goal of 
communication in Situation #3) are shown in Figure 18 of Appendix. The pie 
chart in Figure 18 showed that 38% of all the small business owners and 
managers responded that "information" was the goal in Situation #3 and 28% 
responded that "making the sale" was the goal in Situation #3. 
The percentage breakdowns of response to variable #16 (Goal of 
communication in Situation #4) are shown in Figure 19 of Appendix. The pie 
chart in Figure 19 showed that 24% of all the small business owners and 
managers responded that "making the sale" was the goal in Situation #4 and 24% 
responded that "customer satisfaction" was the goal in Situation #4. 
The percentage breakdowns of response to variable #19 (Goal of 
communication in Situation #5) are shown in Figure 20 of Appendix. The pie 
chart in Figure 20 showed that 34% of all the small business owners and 
managers responded that "customer satisfaction" was the goal in Situation #5 and 
26% responded that "customer relations" was the goal in Situation #5. 
The percentage breakdowns of response to variable #22 (Goal of 
communication in Situation #6) are shown in Figure 21 of Appendix. The pie 
chart in Figure 21 showed that 56% of all the small business owners and 
managers responded that "customer relations" was the goal in Situation #6 and 
18% responded that "customer satisfaction" was the goal in Situation #6. 
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The relationship between variables #1 (Frequency of Face-to-face 
communication) and #14 (Frequency of Situation #4) was very significant and is 
found in Diagram 1 of Appendix (X = 6.573, d.f. = 1, p = .0104). Diagram 1 
showed the relationship between owners who said that they had very frequent 
face-to-face communication with customers (versus less than very frequent) and 
owners who said that they had very frequent communication with customers in 
Situation #4. 
The relationship between variables #1 (Frequency of Face-to-face 
communication) and #20 (Frequency of Situation #6) was somewhat significant 
and is found in Diagram 2 of Appendix (X = 4.331, d.f. = 1, p = .0374). 
Diagram 2 showed the relationship between owners who said that they had very 
frequent face-to-face communication with customers (versus less than very 
frequent) and owners who said that they had very frequent communication with 
customers in Situation #6 (versus less than very frequent). 
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The relationship between variables #1 (Frequency of Face-to-face 
communication) and #5, #8, #11, #14, #17, and #20 (Frequency of Situation #1, 
#2, #3, #4, #5, and #6) was highly significant and is found in Diagrams 3-8 of 
Appendix (X = •, d.f. = 1, p = • ). A "•" means that the relationship was so 
significant it was "off the board" so to speak. Diagrams 3-8 showed the 
relationship between managers who said that they had very frequent face-to-face 
communication with customers (versus less than very frequent) and managers 
who said that they had very frequent communication with customers in Situation 
#1-6 respectively (versus less than very frequent). 
The relationship between variables #1 (Frequency of Face-to-face 
communication) and #9 (Initiator of Communication in Situation #2) was very 
significant and is found in Diagram 9 of Appendix (X = 7.124, d.f. = 1, p = 
.0076). Diagram 9 showed the relationship between all respondents who said that 
they had very frequent face-to-face communication with customers (versus less 
than very frequent) and all respondents who said that they initiated 
communication with customers in Situation #2 (versus customer initiation, equal, 
and never). 
The relationship between variables #2 (Frequency of Phone 
communication) and #21 (Initiator of Communication in Situation #6) was very 
significant and is found in Diagram 10 of Appendix (X = 6.637, d.f. = 1, p = 
.01). Diagram 10 showed the relationship between all respondents who said that 
they had very frequent phone communication with customers (versus less than 
very frequent) and all respondents who said that they initiated communication 
with customers in Situation #6 (versus customer initiation, equal, and never). 
The relationship between variables #2 (Frequency of FAX 
communication) and #15 (Initiator of Communication in Situation #4) was 
significant and is found in Diagram 11 of Appendix (X = 5.068, d.f. = 1, p = 
.0244). Diagram 11 showed the relationship between all respondents who said 
that they had very frequent fax communication with customers (versus less than 
very frequent) and all respondents who said that they initiated communication 
with customers in Situation #6 (versus customer initiation, equal, and never). 
CONCLUSION 
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In summary, the results of the study indicate that the communication 
process that occurs between small business owners/managers and their customers 
is much more complex than the traditional model of business communication; the 
traditional model of business communication depicts a unilateral flow of 
communication from the corporation to customers, with the feedback 
communication coming in the form of "purchase" or "no purchase." The study 
of entrepreneur-customer communications shows that the communication process 
at the small business level is, in fact, a two-way street. There is a tremendous 
amount of communication that goes on between small business owners/managers 
and customers, including face-to-face, phone, written, and FAX. The 
communication also occurs across varying situations and with different 
communication goals. The most important diagram that illustrates the 
summarized results and conclusions of the study can be found in Diagram 12 of 
Appendix. Diagram 12 shows the communication dyads between 
Owners/Managers, just Managers, and just Owners. The communication is 
clearly initiated bilaterally as shown in the Diagram which was developed from 
the mean frequency of initiation across all responses combined. Overall, 53.33% 
of the communication between owners/managers and customers is initiated by 
owners/managers and 37% is initiated by customers. Of just the owner cases, 
49 .99% of the communication between owners and customers is initiated by 
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owners and 40.23% is initiated by customers. Of just the manager cases, 57 .94% 
of the communication between owners and customers is initiated by owners and 
32.54% is initiated by customers. 
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1. How often do the following methods of communication occur between 
you, as the owner of a business, and a customer: more than once a day, 
once a day, not every day, or never? 





2. Would you say that communication between you and a customer takes 
place more than once a day, once a day, not every day, or never ,when: 
(A) 
(VF, F, S, or N) 
_the customer has just 
started thinking about 
buying your product 
_customer has seen, heard, 
or read one of your ads 
or promotional spots 
_the customer is looking 
for information or is 
"just shopping around" 
_at the time of purchase 
_after the purchase 
_in some general 
communication 
(B) ~~~~---'I•~ (C) 
Who usually starts 
the communication 
Y.ru! or Customer? 
What is the 
"goal" of the 
communication? 
Now I'd just like to ask you a few questions so that we can 
classify your responses: 
3. What is the basic product or service your business offers: ____ _ 







5. Who started the business? 
Myself 




Is this person 
still with the 
business? 
No 
_Yes ------11,..~ In what 
capacity? 
6. When was the business started (Approximate month and year)? 
Month: Year: 
7. Would you mind telling me the source of start-up capital for the 




financial institution (bank, etc.) 
_ government agency (SBA, etc.) 
8. Why was Waterloo/Cedar Falls selected as the location for your 
business? 
9. Did you look at other communities as potential locations? 
No 
Yes __ ....,...,~ Where? 
10. How many employees did the business have when it started? __ 
and now? 




----:11J111o~ How much (%)? 
----:1J111o•How much (%)? 






13. How many dollars do you spend for advertising and promotions each 
year? 
14. Approximately, what do you think the gross revenue of the business 
will be for this year and next year? 
This year: _____ _ 
Next year: 
Waterloo questions: 
15. What things do you like most about doing business in Waterloo? 
16. What things do you dislike about doing business in Waterloo? 
17. If one thing could be done in Waterloo that would make business 
conditions better for you, what would it be? 
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2 . 000 




20 . 69 
3 . 45 
10 . 34 
34 . 48 
10 
2.000 
20 . 69 




3 . 000 
24 . 14 
13 . 79 
0.00 











13 . 79 




6 . 00 
4.00 
) 



















































27.59 37.93 100.00 
8 11 29 
TABLE OF FAX (ROWS) BY STAGE3 (COLUMNS) 
FREQUENCIES 
1.000 2.000 3.000 TOTAL 
-----------------------~ - ------
2.000 ,_o) 1 2 ) 3 
3.000 
/ o~ 
,,- 1 1 2 
4.000 ~ ) 6 8 24 
-------------------------------
TOTAL 10 8 11 29 
TABLE OF FAX (ROWS) BY STAGE3 (COLUMNS) 
PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1.000 2.000 3.000 TOTAL N 
-------------------------------
2.000 0.00 3.45 6.90 10.34 3.00 
3.000 0.00 3.45 3.45 6.90 2.00 
4.000 34.48 20.69 27.59 82.76 24.00 
-------------------------------
TOTAL 34. 48 27.59 37.93 100.00 




1 . 000 
2 . 000 





























PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1.000 
2 . 000 











1 . 000 
58 . 62 
0.00 
0 . 00 
0 . 00 








0 . 00 
0 . 00 
3 . 45 
3 . 000 





86 . 21 
3 . 45 
6 . 90 
3.45 
N 




20.69 20.69 100 . 00 
6 6 29 
(ROWS) BY STAGE4 (COLUMNS) 
2 . 000 
6 
(ROWS) BY 









PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1. 000 
2.000 









2 . 000 
13 . 79 
6 . 90 
0 . 00 
20 . 69 
6 
3.000 
10 . 34 
10 . 34 
0 . 00 
20 . 69 
6 
TOTAL 






19 . 00 
6 . 00 
4. 00 

















4.000 tlO ) 3 2"\ 4 1 3 j -----V -------- - - ...-0-------
TOTAL 17 6 6 
TABLE OF WRITING (ROWS) BY STAGE4 































TOTAL 58. 62 
17 
20.69 20.69 100.00 
N 6 6 29 
TABLE OF FAX (ROWS) BY STAGE4 (COLUMNS) 
FREQUENCIES 
1.000 2.000 3.000 TOTAL 
------~ ------~ ~------~ 
3 2.000 
3.000 
















































TABLE OF FACE (ROWS) BY STAGES (COLUMNS) 
FREQUENCIES 
1. 000 2.000 3.000 4.000 TOTAL 










































24.14 20.69 34. 4 8 6.90 86.21 
0.00 0.00 3. 45 0.00 3.45 
0.00 o.oo 6.90 0 . 00 6.90 
0.00 3.45 0.00 0 . 00 3 . 45 
-----------------------------------------
24.14 24 . 14 44.83 6.90 100.00 
7 7 13 2 29 













1.000 2.000 3.000 4 . 000 












OF TOTAL OF THIS (SUB)TABLE 
1. 000 2.000 3.000 4. 000 TOTAL 
-----------------------------------------
10 . 34 20.69 27 . 59 6 . 90 65 . 52 
6.90 3 .4 5 10.34 0.00 20.69 
6.90 0 . 00 6.90 0.00 13. 79 
-----------------------------------------
24 .14 24 .14 44.83 6.90 100.00 













-----~ --- - - - - - - -- ~·-·-- ·- ·--·- --- ---·-·----- -----··- - -- ---- -----·- - - - --
TABLE OF WRITING 
FREQUENCIES 
1. 000 
3 . 000 




TABLE OF WRITING 
(ROWS) BY 




3 . 000 
13 
STAGES 
PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1.000 






















2 . 000 
1 
3.000 
13 . 79 
13.79 
17 . 24 













4 . 000 
0.00 
6.90 










4 . 000 
2 . 000 
3.000 



















OF TOTAL OF THIS (SUB) TABLE 
1.000 2 . 000 3.000 4.000 TOTAL 
-----------------------------------------
0.00 3.45 6.90 o.oo 10.34 
0.00 3.45 3.45 0.00 6.90 
24 . 14 17.24 34.48 6.90 82. 76 
-----------------------------------------
24.14 24 . 14 44.83 6.90 100.00 
7 7 13 2 29 
N 








I ,- ,, . 
' v' 
I 
TABLE OF FACE (ROWS) BY STAGE6 (COLUMNS) 
FREQUENCIES 
1. 000 2.000 3 . 000 TOTAL 





3 . 000 














PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1.000 
























20 . 69 
0 . 00 
3.45 











24 . 14 27.59 100.00 






(ROWS) BY STAGE6 (COLUMNS) 
2.000 3 . 000 
7 8 











1 . 000 
34 . 48 
6 . 90 
6.90 
TOTAL 48 . 28 
N 14 
TABLE OF WRITING 
2 . 000 
13 . 79 
6 . 90 
3 . 45 
3 . 000 
17.24 
6.90 
3 . 45 
TOTAL 
65 . 52 
20.69 
13 . 79 
24 . 14 27 . 59 100 . 00 
7 8 29 
N 
19 . 00 
6.00 
4 . 00 
(ROWS) BY STAGE6 (COLUMNS) 
FREQUENCIES 
1. 000 2.000 3.000 
1. 000 (2' Ci.:::=- 3_ 
3.000 
4.000 J.-- ) 
TOTAL 14 
TABLE OF WRITING 












































7 8 29 
(ROWS) BY STAGE6 (COLUMNS) 
2.000 3.000 TOTAL 






















































I 1 . '] 
(·)(" 
TABLE OF FACE (ROWS) BY STAGEl (COLUMNS) 
FREQUENCIES Sf~ \ IJf 
1.000 2.000 3.000 4.000 
-----~ -- ------ lL -------~--------;- --
------ ( -------




TABLE OF FACE 
1 
(ROWS) BY STAGEl (COLUMNS) 
PERCENTS OF TOTAL OF THIS (SUB) TABLE 
1. 000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
1. 000 71. 43 4.76 19.05 4.76 100.00 
-----------------------------------------
TOTAL 71. 43 4. 7 6 19.05 4.76 100.00 
N 15 1 4 1 21 
TABLE OF PHONE (ROWS) BY STAGEl (COLUMNS) 
FREQUENCIES n-
1.000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
~ \1 f 1. 000 10 0 4 1 15 
r 
2.000 4 . 0 0 0 4 
r r 
' I' 3.000 1 1 0 0 2 
-----------------------------------------
TOTAL 15 1 4 1 21 
TABLE OF PHONE (ROWS) BY STAGEl (COLUMNS) 
PERCENTS OF TOTAL OF THIS (SUB) TABLE 
1.000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
1.000 4 7. 62 0.00 19.05 4. 7 6 71.43 
2.000 19.05 o.oo o.oo 0.00 19.05 
3.000 4. 76 4.76 0.00 0.00 9.52 
-----------------------------------------
TOTAL 71. 43 4.76 19.05 4. 7 6 100.00 
N 15 1 4 1 21 













TABLE OF WRITING 
FREQUENCIES 





1.000 2.000 3.000 4.000 
(1] Q___ __ o_ oJ 
J ---------------
1 0 














TABLE OF WRITING STAGEl 
PERCENTS OF TOTAL OF THIS (SUB) TABLE 
1.000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
1.000 4.76 0.00 0.00 0.00 4.76 
2.000 14.29 0.00 4. 7 6 0.00 19.05 
3.000 33.33 4. 7 6 9.52 4.76 52.38 
4.000 19.05 0.00 4.76 0.00 23.81 
-----------------------------------------
TOTAL 71. 43 4.76 19.05 4.76 100.00 
N 15 1 4 1 21 













1 .000 2.000 3.000 4.000 
-----~ ---------------------------~ 
L:_ Lo_ 1 o 












OF TOTAL OF THIS (SUB) TABLE 
1. 000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
4.76 0.00 4.76 0.00 9.52 
0.00 0.00 9.52 0.00 9.52 
66.67 4. 7 6 4.76 4.76 80.95 
-----------------------------------------
71. 43 4. 7 6 19.05 4.76 100.00 
15 1 4 1 21 
/ 
,"\ I' 




















(ROWS) BY STAGE2 
2 . 000 3 . 000 
(ROWS) BY STAGE2 
PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1 . 000 
TOTAL 
N 







































4 7. 62 





14 . 29 















































7 \ 3 3 
L: ~ ~: : :1 ---------------------------------------~-











I '.) '1 ) - I 
<'"15 (') i 
TABLE OF PHONE (ROWS) BY STAGE2 (COLUMNS) 
PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1. 000 2.000 3.000 4.000 TOTAL N 
-----------------------------------------
1. 000 33.33 9.52 14.29 14 .29 71. 43 15.00 
2.000 14 .29 4.76 0.00 o.oo 19.05 4.00 
3.000 0.00 o.oo 9.52 0.00 9.52 2.00 
-----------------------------------------
TOTAL 4 7. 62 14. 2 9 23.81 14.29 100.00 
N 10 3 5 3 21 
' 
TABLE OF FACE (ROWS) BY STAGE2 (COLUMNS) 
FREQUENCIES 
1.000 2.000 3.000 4. 000 TOTAL ,f { 
21 -- '---" :i._._~· --=---1. 000 
TOTAL 
TABLE OF FACE (ROWS) BY 
21 
STAGE2 (COLUMNS) 






























1.000 2.000 3.000 4.000 TOTAL 
1.000 2 3 3 7 15 
2.000 1 1 0 0 4 
3.000 0 2 0 2 
-------------------
TOTAL 10 3 5 3 21 
TABLE OF PHONE (ROWS) BY STAGE2 (COLUMNS) 
PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1.000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
1.000 33.33 9.52 14.29 14.29 71. 43 
2.000 14.29 4.76 o.oo 0.00 19.05 
3.000 0.00 0.00 9.52 o.oo 9.52 
-----------------------------------------
TOTAL 4 7. 62 14.29 23.81 14.29 100.00 















1.000 2.000 3.000 4. 000 
------ -, --------------------------~ -l l \ 4 0 0 0 
~ ~ - 1 1
1 
1 I 0 4 6 
3 1 0 1 / 
-----";/ -=.:=="'----- . ---------
TOTAL 
TOTAL 10 












PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1.000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
1.000 4.76 0.00 0.00 0.00 4.76 
2.000 0.00 9.52 4.76 4.76 19.05 
3.000 28.57 0.00 19.05 4.76 52.38 
4. 000 14 .29 4.76 0.00 4.76 23.81 
-----------------------------------------
TOTAL 47. 62 14 .29 23.81 14.29 100.00 
N 10 3 5 3 21 






1.000 2.000 3.000 4.000 
/'"' 0_J -0--~ 0 
J _____ ~--=-----=-::':-;=-:_::::_-=-=-- 1 














TABLE OF FAX (ROWS) BY STAGE2 (COLUMNS) 
PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1 . 000 2 . 000 3 . 000 4.000 TOTAL 
-----------------------------------------
1.000 0.00 o.oo o.oo 9 . 52 9 . 52 
3.000 0.00 0.00 9 . 52 0.00 9.52 
4 . 000 47 . 62 14.29 14. 2 9 4 . 76 80 . 95 
-----------------------------------------
TOTAL 4 7. 62 14.29 23 . 81 14 . 29 100 . 00 
N 10 3 5 3 21 
TABLE OF FACE (ROWS) BY STAGE3 (COLUMNS) 
FREQUENCIES 






-----~ -------1- , 
21 
TABLE OF FACE (ROWS) BY STAGE3 (COLUMNS) 













19 . 05 
19.05 
4 
4 . 000 
9 . 52 




















1.000 2.000 3.000 4.000 
----- --------- ~------------------~-~-
10 0 4 1 -----4 I O O 0 
---- ~ _] _____ ~1---== - ~- - -1_ 








(ROWS) BY STAGE3 (COLUMNS) 
OF TOTAL OF THIS (SUB) TABLE 
1.000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
47. 62 o.oo 19 . 05 4.76 71. 43 
19 . 05 0.00 0.00 0 . 00 19.05 
0.00 4 . 7 6 0.00 4.76 9.52 
-----------------------------------------
66. 67 4 . 76 19.05 9.52 100.00 
14 1 4 2 21 
N 
2 . 00 
2.00 
17.00 










21.00 . .,, ~ 





~ C, .,fl' 





TABLE OF WRITING 
FREQUENCIES 






1.000 2.000 3.000 -----8 ------~ ~ -

















TABLE OF WRITING 
1 
(ROWS) BY STAGE3 (COLUMNS) 
PERCENTS OF TOTAL OF THIS (SUB) TABLE 
1.000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
1. 000 4.76 0.00 0.00 0.00 4.76 
2.000 14.29 o.oo 4.76 0.00 19.05 
3.000 33.33 4.76 9.52 4.76 52.38 
4.000 14.29 0.00 4.76 4.76 23.81 
-----------------------------------------
TOTAL 66.67 4.76 19.05 9.52 100.00 
N 14 1 4 2 21 













1.000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
1 1 ~ 0 0 1 
'--

















OF TOTAL OF THIS (SUB)TABLE 
1.000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
4. 76 0.00 0.00 4.76 9.52 
0.00 0.00 9.52 0.00 9.52 
61.90 4. 7 6 9.52 4.76 80.95 
-----------------------------------------
66. 67 4.76 19.05 9.52 100.00 
14 1 4 2 21 
I 

















1. 000 2.000 3.000 4.000 
7 13 b== 2 :I!_ 




FACE (ROWS) BY STAGE4 (COLUMNS) 






























1.000 2.000 3.000 4.000 TOTAL 
-------------------
1.000 
l 2 2 2 ; 15 
==-= 2.000 0 0 4 
3.000 0 0 0 2 __ _,.....__ -
TOTAL 13 4 2 2 21 
TABLE OF PHONE (ROWS) BY STAGE4 (COLUMNS) 
PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1.000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
1.000 42.86 9.52 9.52 9.52 71. 43 
2.000 19.05 0.00 0.00 0.00 19.05 
3.000 0.00 9.52 0.00 0.00 9.52 
-----------------------------------------
TOTAL 61.90 19.05 9.52 9.52 100.00 
N 13 4 2 2 21 
TABLE OF WRITING (ROWS) BY STAGE4 (COLUMNS) 
FREQUENCIES 
1. 000 2.000 3.000 4.000 TOTAL 
-----------------------------------------
1. 000 ~ 0 0 0 1 ,0 --2 .0 00 
____ _[ __ 
1 0 4 
3.000 0 2 11 I 4 
4.000 ~ 1 0 5 
-------- - ------rn;;;.--- · 






















TABLE OF WRITING (ROWS) BY STAGE4 (COLUMNS) 
PERCENTS OF TOTAL OF THIS (SUB)TABLE 
1. 000 2.000 3.000 4. 000 TOTAL 
-----------------------------------------
1. 000 4. 76 0.00 o.oo 0.00 4.76 
2.000 14.29 0.00 4.76 0.00 19.05 
3.000 23.81 19.05 o.oo 9.52 52.38 
4.000 19.05 0.00 4.76 0.00 23.81 
-----------------------------------------
TOTAL 61.90 19.05 9.52 9.52 100.00 
N 13 4 2 2 21 
TABLE OF FAX (ROWS) BY STAGE4 (COLUMNS) 
FREQUENCIES 










0 1 1 


















































































































TABLE OF PHONE (ROWS) BY STAGES 
FREQUENCIES 
1.000 2.000 3.000 
------------- ---------
1.000 I 5 \ G 6 
2.000 I 1 1 
3.000 1 1 
--------
TOTAL 7 4 8 
TABLE OF PHONE (ROWS) BY STAGES 

























4. 7 6 


























1. 000 L OJ p 1 0 - 1 
. ...---




















































































3.000 4.000 TOTAL 
---------~ ------------------------------1 ~ o o 17 1.000 
3.000 































THIS (SUB) TABLE 





4.76 0 . 00 0.00 4. 7 6 9.52 
0.00 0.00 9.52 0.00 9.52 
28.57 19 . 05 28.57 4.76 80.95 
-----------------------------------------
33 . 33 19.05 38 . 10 9.52 100 . 00 
7 4 8 2 21 
FACE (ROWS) BY STAGE6 (COLUMNS) 
FREQUENCIES 
1 . 000 2.000 3 . 000 TOTAL 
1.000 
---- ~ ----------------------
' 16 4 11 21 
TOTAL 
TABLE OF FACE 
___ ___._~ ----....... -
'--' 
1 
(ROWS) BY STAGE6 
21 
(COLUMNS) 






















19.05 4.76 100.00 
4 1 21 
N 
21. 00 
(ROWS) BY STAGE6 (COLUMNS) 
2.000 3 . 000 TOTAL 
0_ - 0 
0 o--.., 













TABLE OF PHONE (ROWS) BY STAGE6 

























TOTAL 76.19 19.05 4.76 100.00 
N 16 4 1 21 
TABLE OF WRITING 
FREQUENCIES 





























(ROWS) BY STAGE6 
OF THIS (SUB) TABLE 
2.000 3.000 
-------------------------------
4.76 0.00 0.00 
14.29 4.76 0.00 
38.10 9.52 4. 7 6 
19.05 4.76 0.00 
-------------------------------
76.19 19.05 4. 7 6 
16 4 1 




































TABLE OF FAX (ROWS) BY STAGE6 (COLUMNS) 
PERCENTS OF TOTAL OF THIS (SUB) TABLE 
1.000 2.000 3.000 TOTAL N 
-------------------------------
1.000 4.76 4.76 0.00 9.52 2.00 
3.000 4.76 4.76 0.00 9.52 2.00 
4.000 66. 67 9.52 4.76 80.95 17.00 
-------------------------------
TOTAL 76.19 19.05 4.76 100.00 
N 16 4 1 21 








X 1: Column 1 
Std . Dev. : Std. Error: Verience: Coef. Ver.: 
1.577 1.107 1.333 132.789 
Meximum: Ren e: Sum: Sum S uered: 
3 2 51 99 
X2: Column 2 
Std. Dev.: Std. Error: Verience: Coef . Ver.: 
1.489 1. 109 1.239 136.249 
Meximum: Ren e: Sum: Sum S uered: 
2 27 41 
Pel red t-Test X 1: Column 1 V1: Column 2 
Meen X - V: 
1.45 























X 1: Column 1 
Std. Dev .: Std. Error: Verience: Coef. Ver.: 
1.86 l 1.16 1.741 148.019 
Meximum: Renge: Sum: Sum sguered: 
13 l2 152 I 114 
X2: Column 2 
Std. Dev .: Std. Error: Verience: Coef. Ver.: 
1.561 1.122 1.314 143.603 
Meximum: Renge: Sum: Sum Squered: 
13 l2 127 141 
Paired t-Test ><1 : Column 1 Y1 : Column 2 
Mean X - Y: 
1.381 
Paired t value : 
12.63 



























































Frequency of Face-to-face Communication 
2J 40 00 00 
Percent 
fUUe£ 1-
Frequency of Phone Communication 
2J 40 00 
Percent 
FU.IAU"J 




















































Frequency of FAX Communication 
«> 
Percent 
F t;GV.t£° t;" 
8'.) 
Frequency of Communication in Situation #1 
2) «> 00 
Percent 
f rG,cte£ C. 

























































Frequency of Communication in Situation #5 
22 
19.05 







~ Mgrs . 
• All 
• Owner/Mgr. ~ Customer 
N 
VF 
Bl Equal and Never 
• Owner/Mgr. 
~ Customer 
II Equal and Never 
0 
F-.!"G~tE 10 
Frequency of Communication in Situation #6 
al .«) 00 
Percent 
FcG«te II 
Situation #1 Initiation of Communication 
4.00% 
38.00% 








1111 Equal and Never 
• Owner/Mgr. 
~ Customer 
11111 Equal and Never 
• Owner/Mgr. 
~ Customer 
11111 Equal and Never 
Situation #3 Initiation of Communication 
6.00% 
44.00% 
Situation #4 Initiation of Communication 
10.0% 





Bl Equal and Never 
• C. aware. ~ Information 
II Disc. C. needs 
f21) Assist select. 
D Make sale 
• Solve prob. ~ C. satisf. 
Bl C. relations 
r2I Rnalize order 
El Disc. C. int. 
• Encg. rep. bus. Bl other & never 
• C. aware. ~ Information 
II Disc. C. needs 
~ Assist select. 
D Make sale 
• Solve prob. ~ C. satisf. 
El C. relations 
121 Finalize order 
III Disc. C. int. 
• Encg. rep. bus. El other & never 
Situation #6 Initiation of Communication 
12.00% 















• C. aware. f2J Information 
111D Disc. C. needs 
f2j Assist select. 
D Make sale 
• Solve prob. ~ C. satisf. 
[I) C. relations 
r:a Finalize order 
El Disc. C. int. 
• Encg. rep. bus. El other & never 
• C. aware. ~ Information 
111D Disc. C. needs 
~ Assist select. 
D Make sale • Solve prob. ~ C. satisf. 
El C. relations 
121 Finalize order 
El Disc. C. int. 
• Encg. rep. bus. ml other & never 
• C. aware. ~ Information 
ml Disc. C. needs 
FtJ Assist select. 
D Make sale • Solve prob. ~ C. satisf. 
D C. relations 
121 Finalize order 
El Disc. C. int. • Encg. rep. bus. D other & never 
~I£"" 
Goal of Communication in Situation #3 





Goal of Communication in Situation #4 




Goal of Communication in Situation #5 





• C. aware. ~ Information 
11111 Disc. C. needs 
r:I:I Assist select. 
D Make sale • Solve prob. Ii C. satisf. 
fill C. relations 
f2I Finalize order 
IE Disc. C. int. • Encg. rep. bus. Bl other & never 
n;(,(J..i.£ 'l..'J.,-
Goal of Communication in Situation in #6 
? n()o/cio;; 0% 





1> ~A-Gt.A "1 I 
CONTINGENCY TABLE AND CHI SQUARE ANAL VSIS: 
Relationship Between Frequency of Face-to-face Communication and 
Frequency of Situation #4 Communication (Owner Cases) 
Contingency Tab le Analysis 
Summary Statistics 
OF: 1 
Total Chi-Square: 6.573 p:.O 104 
G Statistic: • 
Contingency Coefficient: .43 
Phi: .476 
Chi - Square with continuity correction: 4.06 9 p:.043 7 
Observed Freque ncy T able 
Column 1 Column 2 Totals: 
Row 1 17 8 25 
Row 2 0 4 4 
Totals: 17 12 29 
Percents of Row Totals 
Column 1 Column 2 Totals: 
Row 1 68i 32i 1 ooi 
Row 2 oi 1ooi 1 ooi 
Totals: 58 .62% 41.38% 100% 
Percents of Column Totals 
Column 1 Column 2 Totals: 
Row 1 100% 66 .67% 86.21% 
Row 2 0% 33.33% 13.79% 
Totals: 100% 100% 100% 
Expected Values 
Column 1 Column 2 Totals: 
Row 1 14.66 10.34 25 
Row 2 2 .34 1.66 4 
Totals: 17 12 29 
,--
"Jr """ M. 2. 
CONTINGENCY TABLE AND CHI SQUARE ANALYSIS: 
Relationship Between Frequency of Face-to-face Communication and 
Frequency of Situation #6 Communication (Owner Cases) 
Contingency Table Anelys1s 
Summary Statistics 
OF : I 
Total Chi-Square: 4.331 p: .0374 
G Statistic: • 
Contingency Coeffici ent: .36 
Phi : .386 
Chi -Square with continuity correction: 2.378 p:. 123 
Row 1 





Observed Frequency Table 




Percents of Row Totals 
Column 1 Column 2 
56Jg 44:g 
0 Jg 1 OOJg 
















Column I Column 2 
1 OOJg 73.33Jg 
0 Jg 26 .67Jg 
1 OOJg 1 OOJg 
Expected Va l ues 












bj:AGiA-, '!,--- 9 
CONTINGENCY TABLE AND CHI SQUARE ANALYSIS: 
Relationship Between Frequency of Face-to-face Communication and 
Frequency of Situation #1 Communication (Mgr. Cases) 
Contingency Tobie Anolysls 
Summery Statistics 
OF : 1 
Tote! Chi-Square: • 
G Statistic: • 
Contingency Coefficient: • 
Phi: • 
Chi-Square with continuity correction: • 











Percents of Row Totals 
Column 1 Column 2 
71.43% 28 .57% 
71 .43% 28 .57% 


































CONTINGENCY TABLE AND CHI SQUARE ANALYSIS: 
Relationship Between Frequency of Face-to-face Communication and 
Initiator of Communication in Situation #2 (All Cases) 
Contingency Teble Anelysls 
Summery Stetistlcs 
OF: 1 
Toto! Chi-SQuore: 7.124 
G Stetlst1c: • 
Contingency Coefficient: .373 
Phi : .402 
Chl-Squere with continuity correction: 3.26 
Observed Frequency Teble 
Column 1 Column 2 
Row 1 8 34 
Row 2 2 0 
Tote ls: 10 34 
Percents of Row Totels 
Column 1 Column 2 
Row 1 19.05% 80 .95% 
Row 2 100% 0% 
Totols: 22.73% 77.27% 
Percents of Column Totels 
Column 1 Column 2 
Row 1 80% 100% 
Row 2 20% 0% 
Totels: 100% 100% 
Expected Velues 
Column 1 Column 2 
Row 1 9 .55 32.45 
Row 2 .45 1.55 




















CONTINGENCY TABLE AND CHI SQUARE ANALYSIS: 
Relationship Between Frequency of Phone Communication and 
Initiator of Communication in Situation #6 (All Cases) 
Contingency Table Analysts 
Summary Statistics 
OF: I 
Total Chi-Square: 6.637 
G Statistic: • 
Contingency Coefficient: .342 
Phi: .364 
Chi-Square with continuity correction: 4.885 
Observed Frequency Table 
Column I Column 2 
Row I 23 11 
Row 2 16 0 
Totals: 39 11 
Percents of Row Totals 
Column I Column 2 
Row 1 67 .65% 32 .35% 
Row 2 100% 0% 
Totals: 78% 22% 












Column 1 Column 2 



















p: .O I 
p:.0271 
br~/tM II 
CONTINGENCY TABLE AND CHI SQUARE ANALYSIS: 
Relationship Between Frequency of Fax Communication and 
Initiator of Communication in Situation #4 (All Cases) 
Conti ngency Tebl e Anelysfs 
Summery Stet1st1 cs 
OF : 1 
Toto! Ch l -Squore: 5.068 
G Stet1st1c: • 
Contingency Coefficient: .309 
Phi: .325 







Obse r v ed Freque ncy Teble 




Percents of Ro w Totels 
Column 1 Column 2 
0% 100 % 
73 .91 % 26 .09% 









Percents of Column Totels 
Colurm 1 Column 2 
Row 1 0% 14.29% 
Row 2 100% 85 .71 % 
Toto ls: 100% 100% 
Expected Velues 
Column 1 Column 2 
Row 1 1.42 .58 
Row 2 32.58 13.42 
Toto ls: 34 14 
Toto l s: 










INITIATION OF COMMUNICATION: 
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